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Abstract

The general purpose of this research is to provide a model of the effect of marketing in social
networks on attracting the audience of physics sports, and the current research is applied,
descriptive and correlational. Also, the statistical population of this research includes athletes
in physics sports who attend gyms in Rasht city. Had the number of statistical samples was
determined according to the number of questions in the questionnaire of 400 people. The field
data collection method, the data collection tool, was the standard questionnaire of Algesheimer
et al (2015) and Kim and Ko (2012), and a five-point Likert scale (from very little to very
much) was used to answer the research community. The statistical population of the research
of physics athletes in the city of Rasht is unlimited, and according to the number of questions
in the questionnaire (36 questions) and according to the method of structural equations, ten
statistical samples should be selected for each question, which the researcher, in order to ensure
the number of 420 Questionnaires were randomly distributed in bodybuilding and fitness clubs
among people who were considered physical athletes or were interested in physical sports in
Rasht city, from which 400 questionnaires were collected and the data analysis method was
based on modeling Structural equations were used. After the descriptive analysis of the
variables in order to investigate the objectives of the research, the technique of factor structure
analysis and path analysis was used, and by using PLS3 software, the path coefficients for the
variables were examined and the model of the effect of marketing in social networks on the
attraction of the audience of physics sports was presented. Became the results of the research
showed that Instagram, Facebook, and YouTube have a significant effect on attracting
audiences, and websites and Twitter (X) do not have an impact on attracting audiences. The
advancement of technology and digital transformation in today's era, which led to the creation
of mass communication platforms through virtual space, using this space for marketing and
advertising as well as attracting new people to emerging sports is inevitable, as well. which
Rosério & Dias (2023) stated that more than half of the world's people use the platform of
virtual space; Therefore, sports practitioners and club managers should increase their efforts
through marketing in virtual space to introduce and promote the newly established sport of
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physics as much as possible. This research by showing the strengths of the fact that the
maximum use of Instagram, Facebook and YouTube software has been made clear that
although advertising and marketing have been successful in this way, but due to the filters of
these networks, those involved It is necessary to look for alternative platforms until it becomes
impossible to use the mentioned platforms, and introduce and develop this sport in other ways,
as well as the websites of the clubs and executive boards of this discipline. They should also
become an attractive factor for the audience with a better design; therefore, it is suggested that
instead of considering the disadvantages of these networks, their advantages and capabilities
should be used in promoting sports goals (introduction and advertising) and providing
information to all sections of the society without any restrictions.
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Figure 1. Research conceptual model
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J5 oy JSSllE ey 0 JlglyE woys 0 Sl hai Sy @)
Total Total percent Abundance percent Abundance Education degree Row
percentage abundance of men of women

175 70 12.25 49 5.25 21 koo 1
24.25 97 17.75 71 6.5 26 oo g8 2
385 154 31.25 125 7.25 29 olis 3
19 76 145 58 45 18 a )| el S 4
0.75 3 0.75 3 0 0 SSSs 5
100 400 76.5 306 235 94 foes 6

ol a5 005 ) el 50 Sy5d (S5 4y 4 akeaddle LIS550 (e 5l gy ylel axelr wl 4iS 45T 5k les
395 a8 g ud iy (bl anelz (e 5o S (A S b Gk Sl @85l sl ae aslidn y jslaie
Sed (o894 & bl 0dz p 0as 5 (WD) g S omed el Sl oloog Jule iy 53603,50 91,
L85 R s 205 25 Tt o @l a5 wo S el

S S elbU laggasl b o035 ooliinl S ey lagygasl SILTAS 358 a5 el b 5ol S L o
22595 099 Jloy B pramsb B T 9055 (15031 Cansl Bgi yansh-B9 5 5005 (9051 plonil Ll gl oS Do o 55 !
STauS oo dnglio el (Bg,00 danl> (6lp aS 595 Ll diged SG 50 Cdo S muje8 aSin] S a0 oo L |y aosls
S5yl a5l 5l Syge (nl e 50 5 0500 092y S ey a3 Sl esliul (Sl wiisly oy m5g8 syl Laeols
55051 51 B yoml —39,59a)5S 9031 9,5 50 SPSSaz Julos 5l e (TOJari & Mamjad 2023) 5,5 soliu!
03931 5l el g G Jloji g9 a5 Cansl ol dme 4 09 pao iyl S sS gl e (x 9g e
Sl oyl 0929 S ial)l sl ge sl 5l oolaiwl Gl ails s cxe (g3l ol does ST el nls 00,5 oolain] G e LU
(el 055 eslial sl jgmme Gl s 3l oo 8 S aS PLSS JJ3dlayi 5l Glsise Ghasly (sostie Joe o35l
ol 3l ks walp Glojen & jgo | (canlin LB (slayiie) aazein 5 leiy slaseiite Ly (o 2 U6l oS85
(Hematinezhad et al, 2023) 54 o sl wils Jloy by piiie 20555 b g 009 SgS diges o> a5 Sloj b,




1P bl <Y 0 low (g 0499

o339 U0 Olatlian aolikad

Gz (5 yin (g1 i yroasl —Bg 15 50195 (39031 ¥ Jgur
Table 2. Kolmogorov-Smirnov test for research variables
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Figure 2. The final model of the research in the mode of estimation of standardized coefficients
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Table 5. Summary of research results
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